This study incorporates a "food image" variable into a luxury value-attitude-behavior model.
Introduction
Gastronomic tourists 1 that gastronomic tourism has been an important segment within the tourism industry. Moreover, within the tourism industry, luxury tourism is a growing trend (Chipkin, 2016; Enskog, 2014 ).
This includes dining at luxury restaurants 2 when trying and learning local cuisines (Enskog, 2014) . Researchers have investigated gastronomic tourist and luxury restaurant consumption behavior; however, opportunities for further research exist (e.g., Alonso theories and concepts on luxury consumption may need to be adjusted (Chen, Peng, & Hung, 2015) . For example, when investigating luxury accessories, Shukla and Purani (2012) confirmed that symbolic value is an influential factor for consumers; however, Yang and Mattila (2016) reported that this factor had no significant impact on luxury restaurant consumers. Wu and Liang (2009) reported that experiential value is an important factor for diners' experiences; however, Shukla and Purani (2012) indicated that experiential/hedonic value had an insignificant influence on consumers of luxury accessories.
Second, findings regarding the influence of luxury value have been inconsistent when examining its relationship with luxury services (e.g., Shukla & Purani, 2012; Wu & Liang, 2009; Yang & Mattila, 2016) . For example, Chen and Peng (2014) reported that symbolic value has a significant impact on luxury hotel consumers, whereas Yang and Mattila (2016) confirmed that it has an insignificant effect on luxury restaurant diners. Researchers have suggested that the perceived luxury value directly affects purchase intentions (Yang & Mattila, 2016) , whereas other researchers have argued that consumers will form an overall evaluation, such as satisfaction and attitude, prior to forming a purchase intention or making a purchase (Tsai & Wang, 2017; Wu &Liang, 2009 ).
Third, given that these tourists have little or no opportunity to sample a restaurant service prior to consumption and the service quality is generally more variable than the product quality, The purpose of this research is to explore the luxury restaurant consumption behavior of consumers when traveling. It aims to contribute to existing theory and narrow the gaps in the gastronomic tourism literature in three ways. First, this research provides a framework to examine tourists' intentions to dine at luxury restaurants when traveling by incorporating a "food image" variable into a value-attitude-behavior model. Second, the present study examines the influence of the perceived value of luxury restaurants on consumers' attitudes toward luxury restaurants and intentions to dine at luxury restaurants when traveling. Third, the study investigates whether food image moderates the relationship between attitude and purchase intentions. Finally, this research outlines a number of implications for the consideration of hospitality and luxury service marketing practitioners.
Literature Review

Theory -Consumption value, luxury value, and value-attitude-behavior model
The value-attitude-behavior model is rooted in the field of social psychology (Kang, Jun, & Arendt, 2015) . Researchers have determined that value may serve as a predictor of individuals' attitudes toward a given behavior, which, in turn, may affect individuals' behavioral intentions When examining consumption activities through the value-attitude-behavior model, researchers often consider the influences of consumption value. Consumption value has been the focus of marketers' attention since the late 1980s, and it has been deemed a key determinant of consumers' purchase decisions because it considers the benefits that consumers receive from a product and the sacrifices they make to obtain the product (Sánchez, Callarisa, Rodrı´guez, Chinese tourists to examine the influence of symbolic value, functional value, and experiential value on lodgers' attitudes toward luxury hotels and their actual staying behavior while traveling. These authors confirmed that the perceived luxury value of luxury hotels may affect tourists' attitudes, which, in turn, may affect their staying behavior. Furthermore, the symbolic value and experiential value may directly influence tourists' staying behavior in contrast to the functional value.
Yang and Mattila (2016) suggested that consumers' luxury value has four dimensions: functional value, financial value, hedonic value, and symbolic/expressive value. These authors confirmed that functional value, financial value, and hedonic value may positively and directly affect consumers' luxury restaurant purchase intentions. Notably, they proposed that the symbolic/expressive value will not affect purchase intentions because luxury services are less tangible and visible than luxury goods, and their findings confirmed this hypothesis. They asserted that luxury services are less effective than luxury goods at expressing and relaying information regarding diners' wealth and status to other individuals (and the customers themselves) because the highly intangible nature of luxury services renders them less visible than luxury goods.
Destination food image
Researchers have explored the components and influences of destination brand image (e.g., . This may be particularly relevant to the consumption of luxury services while traveling for tourism purposes because it involves high levels of uncertainty as a result of the service-based products' nature (e.g., intangible and variable) and luxury products' characteristics (e.g., more expensive than non-luxury products), and tourists are in a generally less familiar environment. From a theoretical perspective, it is suggested that gastronomic tourists' intentions to dine at luxury restaurants when traveling for tourism purposes are conditioned by their perception of local food; moreover, Chi et al.'s scale is suitable for this research because it explores consumers' preexisting image perceptions toward a city's food scene and culinary culture from different angles.
Research Framework and Hypotheses
Based on a review of the relevant literature, this study adopts a value-attitude-behavior model as its overarching framework. Furthermore, the current study incorporates a "food image"
variable into the proposed model to investigate the role of food image in moderating the relationship between attitude and purchase intentions. The following section provides details regarding this study's proposed framework and hypotheses ( Figure 1 ).
*Figure 1 approximately here
The first relationship to be examined is the influence of the perceived functional value on consumers' attitudes. In this research, attitude is defined as the degree to which a consumer has a favorable or unfavorable evaluation or appraisal of luxury restaurants in general (Ajzen, 1991) . Functional value in this study measures the extent to which luxury restaurants' products are desirable in terms of quality and performance (Yang & Mattila, 2016) value includes the core product quality (e.g., the food and beverages served), as well as the service the restaurant provides and its interior design. Based on the research of the previously discussed authors, the present study proposes that a consumer will find luxury restaurants to be pleasant and enjoyable when they perceive that these restaurants have more sophisticated dishes and aesthetic dining environments than non-luxury restaurants (H1).
H1: Consumers' perceptions of the functional value of luxury restaurants have a positive effect on their attitudes toward luxury restaurants.
The second hypothesis investigates the influence of perceived financial value on consumers' attitudes toward luxury restaurants. Wiedmann et al. (2009) suggest that financial value addresses consumers' perceptions of the cost and sacrifice involved in purchasing luxury products. According to these authors, consumers acknowledge that luxury products tend to be more expensive than non-luxury products; however, they justify the additional expense because of the benefits of luxury products. In the context of the consumption of luxury services, Shukla and Purani (2012) confirmed that the perceived financial value has a significant influence on consumers' overall evaluations of luxury accessories.
Given that luxury restaurants tend to be more expensive than non-luxury restaurants and they represent a consumption experience that typically lasts only several hours (Wu & Liang, 2009 ), the perceived financial value may be particularly relevant to consumers' attitudes toward luxury restaurants. Specifically, consumers will consider luxury restaurants to be good and desirable if they feel that luxury restaurants provide a good value for their money or that dining at luxury restaurants is worth the high price. This study hypothesizes that the value of luxury restaurants from a financial perspective will have a significant impact on consumers' attitudes toward luxury restaurants (H2). consumers purchase these products. In the case of luxury hotels, Chen and Peng (2014) reported that lodgers will have a better attitude toward luxury hotels if they believe that this hospitality service can highlight their status and wealth to other individuals and themselves.
Luxury restaurants employ multiple methods to embed their symbolic value, such as luxurious interior environments, because restaurateurs believe these methods may lead to better evaluations from customers (Chen et al., 2015; Jang & Namkung, 2009 ). Based on the research of the previously discussed authors, the present study hypothesizes that diners will think luxury restaurants are good and pleasant if they perceive these restaurants to have the ability to relay diners' status and wealth. Thus, H4 is proposed.
H4: Consumers' perceptions of the symbolic/expressive value of luxury restaurants have a positive effect on their attitudes toward luxury restaurants.
The fifth relationship examined in this study is the effect of attitude on purchase intentions. Purchase intention is defined as a consumer's desire to dine at luxury restaurants while participating in international tourism (Ajzen, 1991) . The relationship between attitude and behavioral intentions, including purchase intentions, has been assessed and confirmed in a number of different consumption scenarios, including purchasing eco-friendly products, dining at restaurants, online group buying, tourism participation, and purchasing lottery tickets (Cheng In general, these authors' results supported their hypotheses.
In previous luxury service research, scholars have noted that service providers deliver value to diners by carefully preparing and presenting their environment and products so that Considering these developments, Taiwanese tourists will have multiple opportunities to dine in foreign countries. Some tourists will be motivated to patronize luxury restaurants when participating in tourism activities.
Methods
Sampling and data collection methods
The surveys were distributed and collected by trained interviewers. A non-probability, purposive sampling technique was used to obtain the data. Using an interception technique, the interviewers selected individuals who had finished dining and were leaving a luxury restaurant, as defined by Chen et al. (2015) and Wu and Liang (2009) , in one of Taiwan's four largest cities: Taipei City, New Taipei City, Taichung City, or Kaohsiung City. This approach was adopted to increase the chances of meeting individuals who were interested in dining at luxury restaurants. The interviewers were instructed to rotate between restaurants on a daily basis. In addition to having plans to travel abroad for tourism purposes by themselves within six months after the survey administration and having dined at luxury restaurants within the previous six months, the potential participants also had to have interest in participating in gastronomic tourism activities (Tsai & Wang, 2017) . Their travel motivations were also assessed (Appendix 
Questionnaire design
The participants completed a 32-question survey that included three items for functional value Table 2 presents the items for each variable. Table 2 here Anderson and Gerbing (1988) , was employed to analyze the collected data. All factor loadings on the intended latent variables were determined to be significant and greater than 0.7 (Fornell & Larcker, 1981) . The reliability of the measurement items was supported by the squared multiple correlations. Convergent validity was inspected in terms of factor loadings and average variance extracted (AVE) (Fornell & Larcker, 1981) .
* Please insert
Data Analysis and Results
Model measurement
IBM SPSS AMOS 23 was used to analyze the data. A two-step approach to structural equation modeling (SEM), as recommended by
The AVE values ranged from 0.69% to 0.81% (Table 3) ; therefore, the convergent validity was confirmed (Fornell & Larcker, 1981) .
By comparing the AVE of each individual construct with the shared variances between the individual constructs and all other constructs, the discriminant validity was assessed. The discriminant validity was confirmed because the AVE value for each construct was greater than the squared correlation between the constructs (Table 3 ). Harman's single-factor test was used to assess the common method variance. In an unrotated factor analysis, all factors generated eigenvalues greater than one. Common method bias was unlikely to be a concern because the first factor accounted for 45.27% of the variance (<50%) (Podsakoff, MacKenzie, Jeong-Yeon, & Podsakoff, 2003).
*Table 3 approximately here
Structural model
The structural model was examined after the overall measurement model was determined to be acceptable. The model fit was good (χ 2 =444.374; df=159; χ 2 /df=2.80; RMSEA=0.071; CFI=0.941; NFI=0.916), and the results obtained from testing the proposed hypotheses were as follows: Hypothesis H1 was supported (t=3.33; β=0.17; p<0.001). Therefore, the perceived functional value of luxury restaurants has a positive impact on consumers' attitudes toward luxury restaurants. Hypothesis H2 posited that the perceived financial value would positively influence consumers' attitudes, and the results of the statistical analysis did not support this hypothesis (t=-1.82; β=-0.14; p>0.1). Hypothesis H3 was confirmed (t=2.62; β=0.18; p<0.01), indicating that the perceived hedonic value has a positive impact on consumers' attitudes.
Hypothesis H4 was supported (t=16.15; β=0.78; p<0.001), suggesting that the perceived symbolic/expressive value has a significant effect on consumers' attitudes. Hypothesis H5 was supported (t=5.18; β=0.39; p<0.001), indicating that consumers' attitudes toward luxury restaurants have a positive impact on their luxury restaurant purchase intentions.
Mediating effects of attitude (H6)
H6 proposed that attitude mediates the influence of the perceived luxury value on consumers' purchase intentions. The guidelines developed by Preacher and Hayes (2008) and Zhao, Lynch, and Chen (2010) were used to examine the mediating effects of attitude. The 95% confidence interval of the indirect effects was obtained using 5000 bootstrap resamples (Preacher & Hayes, 2008 ). The results indicated that the mean indirect effect of the perceived functional value through attitude was significant (a×b=0.21), with a 95% confidence interval excluding zero.
The mean indirect effect of the perceived hedonic value through attitude was also significant (a×b=0.20), with a 95% confidence interval excluding zero. Furthermore, the mean indirect effect of the perceived symbolic value through attitude was significant (a×b=0.31), with a 95% confidence interval excluding zero.
Moreover, the direct effects of the perceived hedonic value and perceived symbolic value on purchase intentions were significant (c=0.22, p<0.01, and c=0.31, p<0 .00, respectively), suggesting that attitude has a complementary mediating effect. Furthermore, the direct effect of the perceived functional value on purchase intentions was insignificant (c=0.13, p>0.05).
Thus, the results suggest an indirect-only mediating effect. Based on the results, H6 was supported.
* Table 4 approximately here
Moderating effects of food image (H7)
To examine the moderating effect of food image, a multi-group invariance analysis was performed following the procedure used by Han et al. (2010b) . This approach enables participants to be divided into high (N=179) and low (N=182) positively inclined food-image groups. The structural path coefficient indicated that there was a positive relationship between attitude and purchase intentions in the high positive food-image group (t=4.34; β=0.61; p<0.001). For the low positive food-image group, the structural path coefficient indicated that attitude did not affect purchase intentions (t=1.43, β=0.15; p>0.1). Based on this finding, hypothesis H7 was supported.
Implications for Theory and Practices
This present study sheds new light on existing literature as it explores a market phenomenon that has increasing importance: consumers' luxury restaurant consumption behavior when traveling. The findings contribute to existing theory by confirming a consumer's intentions to purchase luxury services in a less familiar environment are conditioned by his / her preexisting image perception regarding the destination. Furthermore, it investigates how a luxury service product's consumption value affects a consumer's attitude. The next section further elaborates on this study's implications for theory and how the findings compare and contrast with those of similar studies.
Theoretical implications Testing a framework that examines consumers' luxury service consumption behavior
One gap in the current luxury product consumption literature is that existing luxury consumption research has focused more on goods than services. The perishable, variable, and intangible nature of services are often overlooked. The results obtained in this study provide insight into the question of whether the existing theories and frameworks of luxury consumption require adjustment when applied to service-based products as a result of the differences between service-based products and physical goods. By applying a value-attitudebehavior model to a luxury restaurant consumption scenario, this study indicates that there are differences (i.e., the insignificant effects of the perceived financial value); therefore, researchers should be cautious when applying theoretical frameworks used to examine luxury goods consumption behavior to the investigation of luxury services consumption behavior.
Another contribution of this research is related to the mediating effect of attitude. Based on investigations of the influence of the perceived luxury value on consumers' purchase intentions, Chen and Peng (2014) and Shukla and Purani (2012) suggest that consumers will form an overall evaluation, such as an attitude, prior to making a purchase decision. However, Yang and Mattila (2016) assert that purchase intentions may be directly affected by the perceived financial value, perceived functional value, and perceived hedonic value. As the current study demonstrates, attitude fully mediates the relationship between the perceived functional value and purchase intentions. This result aligns with Chen and Peng's (2014) research on luxury hotels. One interpretation is that because dining at these restaurants while participating in tourism activities involves high levels of uncertainty as a result of the intangibility of service-based products, consumers will not want to purchase these services unless they have a positive attitude toward luxury restaurants in general. Based on the results of this study and the findings of the previous literature, researchers may need to consider potential mediators when investigating the influence of luxury value on purchase intentions.
Effectiveness of perceived luxury value when applied to service-based luxury products
Another gap in the current luxury product consumption literature is that the effectiveness of the perceived luxury value can be further explored. The current findings show that the perceived functional value, symbolic value, and hedonic value of luxury restaurants all positively influence consumer attitudes toward luxury restaurants. Thus, similar to luxury goods, consumers who perceive that luxury restaurants 1) have better quality products (e.g., food, atmosphere, and services), 2) can bring them joy, and 3) relay information regarding users' wealth and status will be more likely to consider luxury restaurants to be pleasant, Notably, the present study does not support the contention that a luxury restaurant's perceived financial value significantly affects consumers' attitudes toward luxury restaurants.
Thus, the consumers in this study did not think that luxury restaurants are desirable/pleasant because they offer value for money or are economical. One interpretation is that consumers who enjoy dining at luxury restaurants are less sensitive regarding the luxury restaurant's price or whether it is a worthy economic investment. In a study of passengers on a cruise, Petrick (2005) indicated that passengers who chose high-end cruise lines rather than value-oriented cruise lines were less sensitive regarding price. These consumers placed more emphasis on a luxury product's hedonic value and symbolic value. However, this interpretation will require additional research.
The ability of preexisting image perception to moderate attitude's influence on purchase intentions
Finally, the literature has not investigated whether consumers' attitudes toward luxury service are sufficient to stimulate purchase intentions when traveling internationally. To narrow this gap in the literature, the present research incorporates a "food image" variable into a luxury value-attitude-behavior model. The finding shows that food image positively moderates the relationship between attitude toward luxury restaurants and intentions to dine at luxury restaurants while participating in tourism activities. The purchase of luxury services when participating in tourism activities involves additional uncertainty -beyond that resulting from having little or no opportunity to sample a service prior to consumption and from the lower consistency in service quality compared with product quality -because consumers are in an environment (i.e., a destination) with which they are less familiar.
This study indicates that for consumers who have a positive image of a destination's food quality, accessibility, and diversity, their attitudes toward luxury restaurants in general will have a stronger impact on their intentions to try luxury restaurants while traveling for tourism purposes. However, consumers will not want to try luxury restaurants while traveling if they do not have a positive image perception of the destination's food image. We contribute to the literature by exploring the impact of "food image", which is a relatively untested component within destination image, and integrating it into the value-attitude-behavior model. More importantly, our findings suggest when the activity is expensive, it consumes time, or both, as in the context of this study, i.e., for Taiwanese tourists thinking about trying luxury restaurants when traveling, it is necessary to consider their preexisting image perceptions toward the destination's food scene and culinary culture. This finding extends the gastronomy literature by confirming that tourists' image perceptions of a destination's food image, such as the quality, distinctiveness, and variety, may affect their luxury restaurant consumption behavior.
Practical implications
In addition to providing theoretical contributions, this study highlights several managerial implications for practitioners (i.e., restauranteurs and tourism operators) and policymakers (e.g., tourism bureaus) to consider. First, the current findings may help luxury restaurants that have 
Limitations, Future Studies, and Conclusions
The present study provides several contributions to the luxury product consumption literature and tourism research by incorporating a "food image" variable into a value-attitude-behavior model. Despite these contributions, there are several limitations. First, this study collected data from Taiwanese consumers who had dined at Taiwan's luxury restaurants; however, some consumers may be more willing to purchase luxury products while traveling abroad. This category of consumer may be under-represented in the current research. Future studies can overcome this limitation by collecting data in airport terminals with a purposive sampling method. Second, luxury restaurants are only one type of luxury service. Future studies could apply the framework employed in this research to other luxury services, such as banking services and private jets, to confirm its generalizability. Third, some Michelin-star restaurants are casual restaurants. Moreover, having a celebrity chef may not constitute luxury. Other than price per meal and researchers' evaluations, future researchers may want to explore whether there are other methods to define luxury restaurants. Fourth, this research did not consider the influence of companions. According to Chang and Horng (2010) , when consumers shop with friends and family members, scholars must consider the influence of social norms. Future studies may want to incorporate subjective norms and vanity into this research proposed model.
Endnote:
1. Gastronomic tourists are tourists who concerned with the consumption of food and drink, and the enjoyment of good food and drinks when participating in tourism activities (Horng & Tsai, 2010 ). This present study concerns tourists' consumption of food and beverages in a more general sense. These tourists are different from culinary tourists. The latter tend to pay more attention to styles of food preparation and cooking alone (Horng & Tsai, 2010 ).
2. In this research, a luxury restaurant is defined as a full-service restaurant whose environment (e.g., services, décor, and atmospherics) and products (e.g., food and beverages) are carefully prepared and presented, unique, superior in quality, and conspicuous (Chen et al., 2015) . 
